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GENERAL ECONOMY 

CNY vs. USD 

 7.26 vs. 7.09 LY, -2.9% (Aug 2024)  

GDP 

     +4.5% in 2023, +4.7% in 2024 (FC)

Urban Unemployment Rate 

     5.2% (2023) vs. 5.2% (2024 July)

Annual Inflation Rate 

     0.2% (2023) vs. 0.3% (2024 May)



OUTBOUND TRAVEL SENTIMENT



OUTBOUND TRAVEL SENTIMENT



COMPETITIVE LANDSCAPE

China outbound 
visits 130m in 2024 

vs. 87m in LY

US to receive 
1.7m Chinese 
visitors in 2024 
vs. 850K in LY

Forecast Europe 
recovery to 13m by 
2026 as 2019 level

Thailand, 
Singapore Visa 

waiver 
program

Saudi Tourism 
Authority $500B 
investment to 
attract visitors  

All 8 Chinese 
airlines that flew 
through Sydney 
have returned, 
86% recovered

5 major cities restored  
flights to Maldives in 2024 



3/31/24: 100 flights weekly 

U.S.  5 Chinese & 3 US carriers (reciprocity)

AIR SEAT SYNOPSIS

Ideal connecting flight from (Japan) Narita, 
Haneda, (Korea) Incheon, same day transit

> 350 weekly flights from Japan/Korea to 
China 

> 20 cities to connect, (Beijing, Shanghai, Shenzhen, 
Qingdao, Tianjin, Guangzhou, Hangzhou, Xi’an, Dalian, etc.)

Average economy ticket price round trip 
$1,500, business class $4,000

Spring Airlines + JAL code share from 5 cities 
to HNL



MILLENNIUM 
INDIVIDUALIST (MI) 

FAMILY  
HIGH NET WORTH 

INDIVIDUAL 
(HNWI)

1.Desirability
for Island

Destination

2.Accessibility

BJ/SH/CD

3.Disposable
Income

4.US Visa
Issuance

TARGET AUDIENCE
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The People, The Place, The Hawaiian Islands  #拥抱一切想象# Embrace all imagination 

CORE MESSAGING 



c
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WeChat 
official 

account
Weibo 
official 

account

Red official 
account

Douyin official 
account 

WeChat B2C 

mini program

WeChat B2B 

mini program

CONSUMER 
SOCIAL MEDIA MARKETING
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CONSUMER 
SOCIAL MEDIA MARKETING

Collaboration with industry partners to leverage 
viewership 

(Airlines, OTAs, US Embassy, etc.) 

Consistent messages across platforms

Content creation
“Things to Do” 
by individual 

island

Unique 
Experiences

Mālama 
Hawaiʻi

Stakeholders’ 
Content

Partnership 
with Influencer



TRADE
TRAVEL TRADE EDUCATION
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Partner with key OTAs, US Embassy, 
Education USA on joint marketing 

campaigns and road shows

Collaborate with airline and OTAs 
for bundled travel package and 

joint social marketing

Offer FAM trip to experience 
Hawaiian Islands

Travel trade education session to 
major OTAs and wholesalers



Partnership with 13th 
Macao Intl’ Tourism 

Expo – (MITE) 

April 25th – 
27th 2025

Industry partners, OTAs, 
Airlines, Wholesalers, Travel 

Media, and Travel KOLs

668 Exhibitors, 54 Countries and 
Regions,1036 Buyers and Trade 

Visitors (12th MITE)

12

TRADE MISSION



PARTNERSHIP 
OPPORTUNITIES

13

MITE + Travel Mission (Apr 25)

US Embassy & Consulates/Brand USA 
Roadshows (quarterly)

Trade Bundled Package (ongoing) 

RED’s Influencer FAM Trip (Oct 25)

Media FAM Trip (Nov 25) 

Social Media Content Collaboration 
(ongoing) 



Mahalo谢谢!

14


	Slide 1
	Slide 2
	Slide 3
	Slide 4
	Slide 5
	Slide 6
	Slide 7
	Slide 8
	Slide 9
	Slide 10
	Slide 11
	Slide 12
	Slide 13
	Slide 14

